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ABSTRAK 
 
Pada era sekarang ini parfum mulai banyak dikenal dan dikonsumsi oleh 
masyarakat luas. Tidak hanya wanita saja yang menggunakan produk parfum, 
namun kini juga pria ikut menggunakannya. Parfum sangat mudah dijumpai di 
pasaran, mulai dari harga belasan ribu hingga jutaan dapat kita jumpai. Tujuan 
utama penggunaan parfum tidak lain untuk memberikan aroma wangi dari tubuh 
penggunanya. Populasi dari penelitian ini adalah 17-40 tahun yang pernah memakai 
parfum “The Body Shop” dan mengenal merek pesaing dari “The Body Shop” yaitu 
“The Faceshop”. Sampel yang digunakan dalam penilitian ini adalah 
nonprobability sampling dan pengambilan sampel menggunakan teknik purposive 
sampling. Sampel berjumlah sebanyak 200 responden baik pria maupun wanita. 
Teknik analisis data yang digunakan dalam penelitian adalah SEM (Structural 
Equation Modeling). 
Hasil pengujian menunjukan bahwa brand image mempunyai pengaruh 
terhadap customer satisfaction, brand trust mempunyai pengaruh terhadap 
customer satisfaction , brand personality mempunyai pengaruh terhadap customer 
satisfaction , experiential marketing mempunyai pengaruh terhadap customer 
satisfaction ,dan customer satisfaction mempunyai pengaruh terhadap brand 
loyalty.  
Dalam penelitian ini terdapat saran yang dapat diberikan peneliti yaitu agar 
“The Body Shop” terus melakukan inovasi pada produk parfumnya dan “The Body 
Shop” diharapkan dapat memberikan pengalaman penggunaan parfum yang lebih 
baik lagi. Selain itu juga dengan menambahkan varian pada produk parfum. Sebagai 
saran akademis diharapkan penelitian berikutnya menggunakan variabel – variabel 
lain seperti brand experience, brand satisfaction, customer loyalty, price 
 
Kata Kunci: Brand Image, Brand Loyalty, Brand Personality, Brand Trust, 
Customer Satisfaction, Experiential Marketing.  
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ABSTRACT 
 
In this era, perfume is widely known and consumed by the public. Not only 
women use perfume products, but now men also use it. Perfumes are very easy to 
find on the market, ranging from the price of a dozen thousand to millions we can 
find. The main purpose of using perfume is to provide a fragrant aroma from the 
user's body. The population of this study was 17-40 years who had used the perfume 
"The Body Shop" and knew the competing brands of "The Body Shop" namely "The 
Faceshop". The sample used in this research is nonprobability sampling and 
sampling using purposive sampling technique. The sample amounted to 200 
respondents both men and women. The data analysis technique used in the research 
is SEM (Structural Equation Modeling). 
The test results show that brand image has an influence on customer 
satisfaction, brand trust has an influence on customer satisfaction, brand 
personality has an influence on customer satisfaction, experiential marketing has 
an influence on customer satisfaction, and customer satisfaction has an influence 
on brand loyalty. 
In this study, there are suggestions that can be given by researchers, namely 
that "The Body Shop" continues to innovate on perfume products and "The Body 
Shop" is expected to provide a better experience of using perfume. In addition, by 
adding variants to perfume products.As academic advice, it is expected that 
subsequent research uses other variables such as brand experience, brand 
satisfaction, customer loyalty, price. 
 
Keywords: Brand Image, Brand Loyalty, Brand Personality, Brand Trust, 
Customer Satisfaction, Experiential Marketing. 
 
